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I n  accotdancc with Section I 1206 of thc Coiniiiismm’s Rules, 47 C.T.R $1.1206, 
Iclcinundo Coiiimtiiiicatioiis Gro~ip. l i i c  (“Teleiiiiiiido”), submits this lcttcr to report that on 
,\tigiist X, 2003, D o n  Browiie, Chief Operating Officer. lbra Morales, President, Telemundo 
Stat io i is  Ciroup. I3ob Okun.  Vice President ol’Government Relations, Bill LeBeau, Senior 
I<esiilator) Counsel. and Maria Rudriguw. Business Development, confcrrcd with Chairman 
Michncl I’oucll and 111s media legal adviser, Paul  Ciallanl The communication? discussed how 
the pi-oposed mcrgcr might affect ‘I’clcmundo’s ongoing operations, and whether any conditions 
(including loin1 sales l i i i~ i tat ions and access ri l les h r  talent and advertising) could adequately 
address the unique issues ari.;iiig rrom the merger proposed i n  this proceeding. Telemundo also 
i i iat le a\ailablc the attached presentation. uhich already has been subniitted to the record 

i\ii origiiial ;ind oiic copy of this c s p [ r v / c ~  Ictlcr are being liled with the Secretary’s Office 
as ieq~ i i red  b y  Section I l206(b)(?) of thc Coiiimissioii’s Rules I’lease contact the undersigncd 
il’thcrc arc an!’ qiicstions uith respect to th is  siibmissioii 

Very tri i ly yours. 
/, 

.;. - ?jtc ,‘.>. 
F William I xBeau  

cc I I S  
C’liairiiiaii I’owcII* 
I’iiuI Gcil laiit. Medid Lcgal Ad\  iscr to Chairman I’owell* 

( n /o  attachmciit) 
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Hispanic Context - Population Growth & Language 

I Very Important ... -70% Speak Spanish At Home 
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I Nearly 50MM Hispanics In U S .  By 2010 ... Spanish Language I 



Hisroanic Context - Aae. Education. Viewina Habits.. . 

Language Not Only Differentiating Factor. .. Age, Education, Household Size 
& TV Viewing Habits.. . Demonstrate Distinct Nature Of Hispanic Market pdgc 
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Hispanic Context - The Importance Of Spanish 

“The Spanish language is more important to 
me than it was just five years ago. ” 

- % HISPANICS AGREE 

“I get more information about a product 
when if’s advertised in Spanish than 
when it’s advertised in English only. ’I 

- % HISPANICS AGREE 
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63% 66% 

1990 2002 1990 2002 

Spanish Is Increasingly Important To Hispanics & An Important 
Conduit Of Information.. . 

Source Yankelovich Partners 1990 & 2002 Hispanic Monitor Study Page 4 



Hispanic Context - Media Usage & Options 

- Watch TV More ... 
~ Listen To Radio More ... 
- Read Newspapers Less.. . 

Hispanic Media Usage Differs Substantially from English Language 

[Js Aispanic's Media Osage vs General Population 

Watch TV 99% 9 6 ?'o 3% 
92% 83% 1 1 % Listen lo Radio 

Read ~ewspapers 69% 83% -1 7% 
Use lnlernel 4 1 0% 6 7 YO 40%" 

US Hispanics General Population Difference 

Limited Spanish-language Media Options vs. English-language 
- Only 2 National TV & Radio Voices 
- No Daily Spanish-language Newspaper In 14 of top 20 Hispanic Markets 
- One o r  Fewer Spanish-language Newspapers In 3 of top 5 Hispanic Markets 

- Fewer Local Spanish-Language Radio Options: 7 vs 30 in NY, 9 vs 28 in LA, 6 vs 
42 in Chicago 

Limited Spanish-Language Media Options.. . Heavy Reliance On TV & Radio 
Page 5 

Source Strategy Research Corporation, 2002 US Hispanic Market Report 



Hispanic Context; Newspaper Example 
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Enqlish Lanquaqe 

Top 10 LA Daily Newspapers Circulation2,406,801 

LA Households 5,434,500 
44 % Top 10 LA Newspapers Penetration 

Spanish Lanquaqe 

Sole LA Daily Spanish Newspaper Circulation 
128,494 

LA Hispanic Households 1,573,400 

Spanish-language Newspaper Penetration 8% 

I Largest Spanish-Language Newspaper In US "La Opinion" Reaches Only I 
I 8% Of LA'S Hispanics ... Spanish Print Is Less Viable Media Option I 

Source Audit Bureau Of Circulations, "La Opinion" Only Daily Spanish Language Newspaper In LA Page 6 



Impact on Comroetition: UVN/HBC Market Share 
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UVNlHBC Combined Ad $ Share 

TLMD Ad 8 Share c SBS Ad $ Share 

I UVN/HBC Will Capture Over 70% Of Local Ad Dollars In 4 Of Top I 
I 9 Hispanic Markets And Over 50% In 8 Of 9 Top Markets 

Paye 1 

Source TV Ad $ From CMR For 2002, Rad10 As $ From BIA For 2001 



lmloact on Diversitv: Phoenix Case Study 

IMM Hispanics (3% of US total) principally served by 1 TV voice 
- Univision owns only full power Spanish-language TV station covering Phoenix 
- Little choice for viewers or advertisers 

Phoenix Hispanics depend heavily on free over-the-air TV 
- Only 24% of Phoenix Spanishspeakers subscribe to cable ... Few can receive low power TV 

signals 
- No other full power stations available at feasible pricing 

No Daily Spanish-Language Newspaper 

Combination Of #I Spanish-Language TV & Radio Stations In Phoenix ... Leads TO 
Significant Concentration 
- With HBC, Univision gains 5 Spanish radio stations in market 
- UNV Already 92% Of Prime Time TV Audience ... Will add #I Spanish Language Radio Station 

In Market 
- HBC-UVN Combined Will Control 76% Of Spanish TV & Radio Ad $ In Phoenix 

Phoenix Market Illustrates High Degree Of Viewer and Advertising 
Concentrafion In Major Hispanic Markets 

P d w  8 


